ABSTRACT
INTRODUCTION
In nowadays, are considered amongst others important key factor to develop competitiveness: INNOVS (Chesbrough et al. 2006 ) and the CKM (Garcia-Murillo & Annabi, 2002) . Therefore, this study is aimed to identify the INNOVS variables, dimensions and indicators that are predominant on the CKM of the 200 SME´s belonging to the SDSG; they are considered as one of the most successful industrial sectors in the creation of innovation. This work is divided into the explanation of: 1) contextual reference, problem, research questions, hypotheses and rationale for the study; 2) the theoretical framework, which is a collection of concepts about INNOVS and CKM, closing with the design of the questionnaire; 3) methodology; 4) Results; 5) Analysis of Results and Discussion and finally, 6) Conclusions. One sector that is considered successful, fast-growing and highly dependent on value creation and innovation generation is the SDS. According To INEGI (2013) , in Guadalajara City (GC) located in Jalisco state, there are around 200 firms that are directly or indirectly related with SDS, which have opportunities to develop them into the Digital Creative City program. The project was officially announced on January 30, 2012 by President Felipe Calderon, to enable 1000 acres, with an investment close to 1000 million USD looking for create 20,000 jobs in 10 years. Disney, Pixar Studios and Disney already have shown interest in joining to the Jaliwood concept of Mexico.
The Global Innovation Index Report (INSEAD, 2013) places México on site 63/142 that is reflected in its level competitiveness level, which is located on site 55/144 according to The Global Competitiveness Report 2013 (WEF, 2014 . Hence the importance of identifying and promoting in a systematic way, the major factors such as the relation between INNOVS and CKM to get more and new competitive advantage.
careful to adopt it); d.-late majority (consumers particularly skeptical to the use of innovations until a large number of his acquaintances, has adopted it); 5.-the laggards (very traditional people maintaining the old forms; they hardly accept any changes and adapt to them until they become a habit even.). Other attempt to stablish different innovation stages, is the proposal of Rothwell (1994:1-5) , determining different Innovation Models, such as: a) First Generation: Technology-Push; b) Second Generation: Market-Pull; c) Third Generation: Coupling Model; d) Fourth Generation: Integrated Innovation Process; e) Fifth Generation: System Integration and Networking.
The Innovation Model
The other one additional attempt to explain and predict how the industrial sectors, such as the Software Development Sector in Guadalajara, México is the model of Innovation Stages (INNOVS) , is proposed by Mejía-Trejo, J., Sánchez-Gutiérrez, J.& Ortiz- Barrera, M. (2013b:1-20) ; briefly the conceptual model involves 6 variables: a) Innovation Value Added (IVADD), or the real proposal of intention, where several agents, beside the customer are in interaction, such as: the shareholder, the Firm, the sector, the society, cost & risk of decisions (Bonel, J. I., Bonel, F. J., & Fontaneda; 2003: 20-50 ). An attempt to get the relation value-price, I consider the model created by Gale & Chapman, (1994:1-180) , which is a proper model to relate, the customer emotions and desires to identify the attributes of products and services (Chaudhuri,.2006: 1-15 ; Mejía-Trejo, J. & Sánchez-Gutiérrez, J., 2013a : 1-80).
One of the latest model, that involves clearly the value added aimed to the client, is the Business Model Generation created by Osterwalder & Pygneur (2010: 1-180) , with 9 stages to identify: customer segment; value proposition; channels; customer relationships; revenue streams; key resources; key activities; key partnerships and cost structure.
b) Innovation Income Items (IIIT), or the igniting process, where is considered the early innovation, describing: opportunities, analysis, idea generation, idea selection and the concept definition (Kausch, C., Gassmanna, O., & Enkel, E. 2012: 1-20) . By the hand of the facilities for innovation Shipp (2008: 20-50) and McKinsey (2008: 1-20) define the scope of Research & Development (R&D) staff and tangibles to support the innovation. As an intangible assets to the process of innovation I take the efforts to use and generate patents, create and improve databases, to improve the organizational processes by meaning of the knowledge and skills and the decisions to increase its availability to the risk (Canibano, 1999; Shipp, 2008: 1-10; Lev, 2001: 1-10; Howells, 2000: 1-10) . The efforts to discover new market knowledge (Popadiuk & Wei-Choo, 2006: 1-18) , is considered too. (Shipp, 2008: 1-10; McKinsey, 2008: 1-20; OECD, 2005: 1-198) , studies about product lifecycle (Gale & Chapman, 1994: 1-180) . The design is an special issue, and includes actions to improve the existing design (OECD, 2005 (OECD, : 1-1998 ) and the employee influence based on its own autonomy to make opinions and decisions (Nicolai; Keld & Pedersen, 2011: 1-20) . The open innovation concepts, as a last trend are considered Chesbrough (et. al 2006) due to the chances to discover at the same time of R&D, new markets. The results of innovation are around on prototypes and conceptual models that tend to improve the actual production process (OECD, 2005; Chesbrough, 2006; McKinsey, 2008) .
The diffusion of innovation (and very related with lifecycle products) is important for marketing because the prevision of obsolete products, the changes in the market, the early adopters, the early majority, the late majority, the laggards described all above by mean of Rogers's Diffusion Innovation Model (1983) . The onset and end of a technology is included as a market study that influences the innovation (Afuah, 1997; Dussauge & Ramantsoa, 1992: 1-8) .
d) Innovation Outcome Items (IOIT), or qualification of innovation stage, which makes a revision of products and services obtained. Detects the projected level of revenues generated by innovation (Shipp, 2008: 1-18 ), the projected customer satisfaction level generated by innovation (McKinsey, 2008: 1-18) , the projected sales percentages levels generated by innovation (Lev, 2001: 1-20) , the level of the number of launches of new products/services in a period and the net present value of its portfolio of products / services in the market generated by the innovation (McKinsey, 2008: 1-10 Shipp, 2008: 1-5; Nicolai, et al., 2011: 1-8) ; the processes, the product/service/, marketing, technology, organization: structure and functions, type of innovation (radical, incremental), (OECD, 2005: 1-198) , value added (Bonel, et al. 2003: 1-10; Osterwalder & Pygneur, 2010: 1-180; Gale & Chapman, 1994: 1-180) , and type of leadership (Gloet & Samson, 2013 : 1-10: Mejía-Trejo, et al.,2013b (Nambisan, 2002: 1-8; Desouza , et al., 2007: 1-8; Gibbert & Probst,2002:1-8; Garcia-Murillo & Annabi, 2002:7-10 ) and customer as a cocreator (Nicolai et al., 2011:7-12; Desouza, et al., 2007: 8-12; Gibbert & Probst, 2002; 9-15) making prosumerism to get more interaction with the customer knowledge.
Even more, the Negative side effects of Customer Integration such as the warning of the firm, respect of: customer´s personality, experience, points of view, the likelihood to choose a wrong customer, and the risk to incorporate him into the relationship to the Firm (Kausch, et al., 2014: 10-14) takes it at all, account into the model. h) CKM Support (CKMS), or basis of knowledge consists in knowledge incentives, respect of: the salary associated with the ability and willingness to share knowledge (Nicolai et al., 2011: 8-12; OECD 2003: 10-17) ;It includes the salary determined by willingness to improve skills and upgrade knowledge; the tolerance to failure and rewards and recognition ( Gloet & Samson, 2013: 5-9) .
By other hand, we considered the fact of how the knowledge flows, through exchange the knowledge between employees across departments, communication among employees and management. Customer Knowledge Management (CKM) (Laudon & Laudon, 2012: 100-200; Mejía-Trejo & Sánchez-Gutierrez, ( 2013a: 1-20) , that is a powerful driver to boost the internal sources of knowledge from the environment, such as: technical services, engineering, R&D, production, marketing and sales and purchasing and supply, belonging to the firm´s departaments (Baker & Hart, 2007; Garcia-Murillo& Annabi, 2002: 5-15) 
INNOVS The Determinant Factors of Innovation related with Customer Knowledge Management
Retention, Retention is Cheaper than Acquisition (CRM) as a Customer Satisfaction, If We Only Knew What Our Customer Know (CKM) as a Customer Experience an Creativity. Finally to these variables, is proposed the performance against financial Budget with three levels: Customer retention rate (KM). Performance in terms of customer satisfaction and loyalty (CRM) and performance against competitors in innovation and growth; contribution to customer success. (CKM) (Garcia-Murillo & Annabi, 2002: 3-10) . As a result of the documentary analysis we obtained the Figure 1 .
METHODOLOGY
This is a descriptive and transversal study; it is based on documental research, to design a conceptual model and questionnaire to obtain several groups of variables, dimensions and indicators that involves a relationship between INNOVS and CKM. The subjects of the study were the managers from 200 SME´s SDSG. The results were analyzed through statistical inference tools like: Cronbach's Alpha in pilot test and Multiple Regression Analysis (MRA) with Stepwise method, contained in the SPSS 20 program.
RESULTS
To answer SQ2 we present the Scheme 1 with 10 variables, 45 dimensions and 110 indicators. The Cost is the main constraint to increase the value (VACR1) 2
Bonel (et al.,2003) The Risk is the main constraint to increase the value (VACR2) 3
3). Research and Design Development (IOSK3) 9 6
Production (IOSK4) 9 7
Marketing and Sales (IOSK5) 9 8
Purchasing and Supply (IOSK6) 9 9
Other Employees (IOSK7) Table 3 shows the set of variables entered/removed (a). Table 5 shows the Analysis of Variance (ANOVA). 
The Determinant Factors of Innovation related with
Customer Knowledge Management Table 6 shows the results of Coefficients. (a) Dependent Variable: CKM Source: SPSS 20 as a result of the research. Table 7 shows the Excluded Variables on Table 7 . Multiple Regression Analysis by Stepwise Method was practiced with the next results: Table 9 shows the Correlations amongst the variables. Table 10 shows the set of variables entered/removed (a).
Customer Knowledge Management Criteria: Probability of-F-to-enter<= .050, Probability of-F-to-remove >=.100 2 TOIN N6 (a) Dependent Variable: CKM Source: SPSS 20 as a result of the research and adapted by author. Table 11 shows the Model Summary. Using the Stepwise method SPSS produces an ANOVA for each model. Table 12 shows the Analysis of Variance (ANOVA). 
ANALYSIS OF RESULTS AND DISCUSSION
About Table 1 and according by Hinton (et al. 2004 ), Cronbach's alpha corresponds : 0.90 and above shows excellent reliability; 0.70 to 0.90 shows high reliability; 0.50 to RUE 150 0.70 shows moderate reliability; 0.50 and below shows low reliability. Table 2 ,as a general rule, predictor variables can be correlated with each other as much as 0.8 before there is cause for concern about multicollinearity (Hinton, et al. 2004; Hair et al., 2010) . Respect the Table 4 shows the Models: 1, 2, and 3 where the independent variables INPROC, IPERF and IIIT accounts for 42.9 %, 51% and 52.8% respectively of the variance in the scores of CKM dependent variable. The R value (0.655) in Model 1 is the multiple correlation coefficients between the predictor variables and the dependent variable. As INPROC is the only independent variable in this model we can see that the R value is the same value as the Pearson's correlation coefficient in our pairwise correlation matrix.
In Model 2 the independent variables INPROC and IPERF are entered, generating a multiple correlation coefficient, R =.714. The Adjusted R Square adjusts for a bias in R square and is usually used. The Std. Error of the Estimate is a measure of the variability of the multiple correlations. Coefficient column informs us of the contribution that an individual variable makes to the model. The beta weight is the average amount the dependent variable increases when the independent variable increases by one standard deviation (all other independent variables are held constant). As these are standardized we can compare them. The t tests are performed to test the two-tailed hypothesis that the beta value is significantly higher or lower than zero. This also enables us to see which predictors are significant. By observing the Sig. values in our research we can see that for Model 1 the INPROC scores are significant (p < 0.05), and so on with Model 2 and 3. Hence, we suggest using Model 3 because it accounts for more of the variance.
The Unstandardized Coefficients Std. Error column provides an estimate of the variability of the coefficient. (Hinton, et. al, 2004) .
So far, we answered SQ3 since Table 3 that shows the most significant variables were INPROC, IPERF and IIIT from INNOVS. Therefore, GH1 is explained because using Table 4 Model 3, 52.8% produces the variability on the dependent variable CKM. Table 9 , as a general rule, predictor variables can be correlated with each other as much as 0.8 before there is cause for concern about multicollinearity (Hinton, et al. 2004; Hair et al., 2010) . Table 11 shows the Models: 1 and 2, where the independent variables TOINN4 and TOINN6 account for 45.4% % and 49% respectively, of the variance in the scores of CKM dependent variable. The R value (0.674) in Model 1 is the multiple correlation coefficients between the predictor variables and the dependent variable. As TOINN4 is the only independent variable in this model I can see that the R value is the same value as the Pearson's correlation coefficient in our pairwise correlation matrix. In Model 2, the independent variable TOINN6 is entered, generating a multiple correlation coefficient, R =.700. The Adjusted R Square adjusts for a bias in R square and is usually used. The Std. Error of the Estimate is a measure of the variability of the multiple correlations. Table 12 ).
We conclude finally, that the determinant factor of INNOVS related with CKM in firms around the SDSG, are more willingness to get results since Type of Innovation meaning: Makes actions to improve or introduce new forms of service (TOINN4), and: Innovation activities tend to be rather radical (TOINN6). As you see, there are more indicators about INNOVS and CKM, to get better results for competitive advantages.
CONCLUSIONS
We discovered a complete Innovation Stages (INNOVS) described with 6 variables (IVAAD, IIIT,INPROC,IOIT,IPERF, IFEED) with 33 dimensions and 77 indicators; our independent variable was IOIT; at the same time too, 4 variables (CKMADI, CKMS, CKMOSK, CKMSEP) with 12 dimensions and 33 indicators that are trying to explain CKM. The GQ is solved involving the relationship between INNOVS with CKM for 200 SMEs at SDCG when is answered the SQ1: obtaining the Figure 1 with 10 variables; SQ2 is answered by mean the description of variables in the Literature Review and the questionnaire design showed in Scheme 1 with 45 dimensions and 110 indicators associated to the variables; SQ3 is answered by means the variable correlations (Table 2 ) and the MRA by Stepwise Method (Tables: 3 , 4, 5,6 and 7) showing as the most significant variables: IPROC, IPERF, IIIT; in fact, GH is answered in a positive way because we found 52.3% (more than 50% proposed) of our model produces the variability on the dependent variable CKMS. Doing MLR again, IPROC, IPERF, IIIT we obtained Tables 8 that shows the most significant indicators: TOINN4,  MR2, MR7 , PEOIG, NOVY3, TOINN2 to improve CKM.
About future studies we propose a generalized model able to predict and explain the relationship between Innovation (INNOVS) and Customer Knowledge Management (CKM), where are related all the 110 indicators, through the use of Structural Equations Modelling (SEM). The aim, of this study is to discover additionally, the underlying or latent indicators that points out to raise the level of innovation and customer knowledge and achieve new competitive advantages to the sector.
As we see finally, there are great opportunities to use not only the 6 indicators mentioned above, but the rest of the 71/77 INNOVS indicators to improve CKM and get new and pretty important competitive advantages. 
